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I I  
 
Abstract 
Under the influence of postmodernism, social and cultural environment is going 
through some significant changes. As an important part of the society and culture, 
advertising starts to show some post-modern characteristics. This kind of advertising 
is called Post-modern Advertising. It is a reflection of the post-modern culture. 
Around the area of post-modern advertising studies in the domestic academia, 
there is few studies on post-modern advertising copywriting. As the advertising 
copywriting has changed a lot and also showed some typical post-modern 
characteristics since the post-modern era was coming, the studies on post-modern 
advertising copywriting should be paid more attention on. 
Basing on the previous studies, the author makes textual analysis on the 
advertising copies written by Li Xinpin whose ads copies are alternative and 
representative in the post-modern context, from the perspective of Against 
Interpretation Theory. After the analysis, the author generalizes the post-modern 
characteristics of Li’s copies. They are (1) Fictional context and meaning (2)  
Subversion of tradition and authority (3) Defamiliarized Language (4) Collage. 
Basing on the analysis and discussions, the thesis also puts forward the following 
conclusions: (1) Li Xinpin’s advertising copies have distinctive post-modern aesthetic 
characteristics, which are the common characteristics of post-modern advertising 
copies. (2) The post-modern advertising copies are not real Post-modernism works 
since they have characteristics of both post-modernism and modernism. (3) It is 
necessary to learn the post-modern aesthetic characteristics for the development of the 
advertising copies, meanwhile avoiding excessive post-modernized. 
At the end of the study, the author summarizes the value and significance of the 
post-modern advertising copies: (1) Arousing more attention on the creation of the 
advertising copies in the Visual Age. (2) Enriching the creation of advertising 
copywriting. (3) Promoting the art trends of copywriting. 
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